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During the past ten years, risk taking has become an important
area of research in consumer behavior.
The concept of perceived risk was introduced by Bauer. The
basic idea is that consumer behavior involves risk in the sense
that any action of a consumer will produce consequences that he
cannot anticipate with anything which approaches certainty, some
of which are likely to be unpleasant.-
The risk may involve financial loss, unsatisfactory performance,
or possible psychosocial consequences. To cope with these uncertainties
and perceived consequences, consumers tend to develop risk handling
2
strategies.
The most-common strategy of reducing risk is to seek
additional information from a number of sources such as word of
mouth, magazine, or advertisement. Cunningham, for example, found
that word of mouth activity is likely to be highest in product
categories that consumers generally agree are risky.3
The above notions suggest that perceived risk is an important
factor in determining the information seeking pattern of a consumer,
i.e., the amount and source of the information seeked.
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T here are three major types of informationsources available
to consumers:
1 . M arketer - dominatedinformationsources ( advertisement，
brochures, salesmen, etc . ）
2 . C onsumer - dominatedinformationsources ( friends , family
members, etc . )
3 . N eutral informationsources ( consumerreports , magazines,
news articles, etc . )
E ach of these sources has somewhat different characteristics
in terms of trustworthiness, cost and effort required and availability.
A lot of research has been done investigatingthe relationships
between perceived risk and the use of consumer - dominatedinformation
sources . H owever , very littletis available in the literature
concerning the relationshipsbetween perceived risk and the other
七 wo types of sources.
RESEARCH OBJECTIVES
T he concern of this study was with consumerbehaviorof
automobileuyers in H ong K ong . T he study was directedtowards
two major objectives.
T he first major objective was to investigatethe relationships
between perceived risk and consumer attitudes toward the importance
of each type of informationsources . I f a consumeris favorably
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inclined to a particular source of information, say, word of mouth,
he would probably seek information from friends or family members
before an important decision is made. Thus, a consumer's attitudes
toward the various types of information sources would provide
clues to his information pattern.
The second major objective of this study was to examine the
major determinants of perceived risk, i.e., to relate perceived
risk to variables which are relevant to marketers. Variables such ape
socioeconomic factors, factors associated with the past experience
in car buying may account for the degree of risk perceived by a car
buyer.
Throughout the study, two types of perceived risk were
distinguished. These are performance risk and psychosocial risk.
Performance risk is closely related to product performance and
psychosocial risk is closely related to whether the product will
enhance one's sense of well- being or self-concept.4
Figure 1.1 presents the main variables of the study and the
postulated relationships between the variables.
JUSTIFICATION
The number of new car buyers in Hong Kong has been increasing
rapidly in the recent years. The main reason for this increase is
due to the upgrading of living standard. The number of new car
4FIGURE 1.1
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buyers in 1967 was 7,346. In 1970, there were 17,925 new car buyers,
signifying an increase of about 150% during the three years.5 New
brands and new models have virtually flooded the market and buyers
have to choose among a large number of cars. Due to this situation,
it was expected that there would be a great deal of risk perceived
by automobile buyers.
The study was designed to reveal the information seeking pattern
of a car buyer and a better understanding of this will make a direct
contribution to the improvement of advertising and' sales techniques.
SCOPE AND LIMITATION
The study included only private buyers of new cars. Government,
business and other institutions were excluded since the primary
interest was to study the individual consumer behavior. Used car
buyers were excluded because it was believed that the information
seeking behavior for buying new cars should be different from that
for buying used cars.
No probability technique was used in selecting the sample for
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The first part of this chapter shows some relationships within
the structure of the concept of perceived risk and its principal
components. The second part gives an account of some important
aspects of information seeking.
THE CONCEPT OF PERCEIVED RISK
The notion of perceived risk has received empirical support
by Cox, Cunningham, Arndt and many other researchers.. Along with
the empirical findings, the concept has been refined and developed.
The concept of perceived risk presented below represents the efforts
of these people.
The Meaning of Perceived Risk
Cox suggested that the concept of perceived risk can best be
understood when the consumer is viewed as having a set of buying
goals associated with each purchase.1 Cox noted:
8In every buying decision, a consumer attempts to
identify buying goals, and t match these goals with
products or brand offerings,
According to Cox, if one or more of the following conditions
exist in the mind of a consumer, we would define the situation as
one of perceived risk:
1. He is uncertain as to what his buying goals are. For
example, he may not be certain whether a new car or a Hi-Fi set
will give him more satisfaction. Even if he is sure that a new
car would give him more satisfaction, he may be uncertain whether
he really wants a car which is functional, e.g., a sedan which
is for transportation purppse or a sports car, which may give
him a sense of pride.
2. He is uncertain as to which purchase (brand, model, size,
etc.) will best match or satisfy acceptance level of buying goals.
For example, if he wants to buy a sedan with excellent performance,
he may face the difficulty of choosing a brand that suits his goals.
Fig. 2.1 explains this condition. The gap between the existing
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93. He may perceive possible adverse consequences if the purchase
is made (or is not made) which may result in a failure to satisfy his
buying goals. For example, if a person has a headache and a chemist
recommends an untried brand, he may perceive some adverse consequences
ranging from ineffectiveness of the drug in relieving his pain to
side effects such as an upset stomach or dizziness. Or, if a young
lady wants to buy a new coat, she may worry that she would look
foolish in the eyes of her friends. In this case, the adverse
consequences will be of a pschosocial nature.
Amount of Perceived Risk
The amount of perceived risk is a function of two factors9
namely:
to The seriousness of the consequences or the amount that would
be lost if the decision turns out to be unwise. The loss may be
financial, physical, social, psychological or some combination of
these. For example, if a new food item does not live up to expectations,
the loss may range from simple monetary loss and disappointment to
food poisoning. It should be noted that the consequences or their
seriousness must be those which the consumer perceives. If he is not
aware of the consequences, he will not perceive any risk.
10
2. The individual's subjective feeling of the probabilities
that the given con sequences will occur. For example, if a housewife
thinks that she has experience in choosing food items and feels
absolutely certain that the new food item will be of good quality,
then no matter how much she has at stake, it could be said that the
amount of risk perceived by this housewife is nil.
Performance versus Psychosocial Risks
Perceived risk can be divided into performance risk and
psychosocial risk, Performance risk is closely related with the
performance aspect of the product and psychosocial risk is closely
related to how the purchase will influence one's sense of wellbein€
or self-concept. For example, buying an untried brand of headache
remedy may involve high performance risk if the consumer is not
certain whether it will relieve his pain or not. A young lady who
is considering a dress for an important party may perceive high
psychosocial risk because she might suffer from embarrassment if
she purchased the wrong dress.
Specific versus General Risks
Perceived risk can range from the specific (pertaining to a
product class, such as sutomobile) to the general (pertaining to
a whole class of situations, such as dealing with other people--
general psychosocial uncertainty)3o In this thesis, General
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psychosocial certainty, General self-confidence and self-esteem
will be used synonymously.
Strategies of Risk Reduction
Consumers, Bauer argued, develop methods of reducing perceived
risk, thereby permitting them to make decisions without undue stress
in situations where their information is inadequate and the
consequences of their actions are in some meaningful sense
incalculable"4
Cox suggests that there are two major ways or strategies which
the individual could choose from to reduce the amount of his
perceived risk to a tolerable level:5
1. Reduce the amount at stake (i.eo, the amount that could
be lost), and/or
2. Increase his feeling of certainty that loss would not
occur, i.e., become more certain that the consequences of his actions
would be favorable.
The amount at stake can be reduced by reducing the means (e.g.,
the physical, psychic, and economic resources) that an individual
must invest in the purchaser For example, a housewife can buy a
smaller amount of the new food item so that if the item does not
live up to expectations, her loss would be less. Another way of
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reducing the amount at stake is to expect less from the purchase.
The less one hopes to gain, the less one would lose if he fails to
make the gain.
The second strategy, i.e., to increase the feeling of certainty
that loss would not occur, is believed to be the more common way of
reducing perceived risk. Information can increase the certainty.
For instance, advice from a friend who has experience in buying a
particular product would increase certainty. It can be argued that
one of the main reasons people engage in external search for
information is because they want to be certain that they can make
a sound purchase decision.
Although in most buying situations, risk is perceived by consumers,
it cannot be assumed they must attempt to reduce the risk. A consumer
may perceive risk, but if the risk is within a tolerable level, he
will not attempt to reduce it. In fact, sometimes a consumer
deliberately increases risk or uncertainty. For instance, a person
using a brand of shampoo which is regarded as good may shift to another
brand which has not been tried before. There are two possible reasons,
boredom with the brand, or hope that the new brand may provide greater
satisfaction.
Conclusion
We have seen that the buying decision process is a form of
problem solving activity in which a consumer attempts to identify
13
Table 2.1 Components of Perceived Risk
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buying goals (performance and psychosocial goals, and to match these
goals with products or brand offerings, all with a degree of perceived
risk (uncertainty and consequences) which is tolerable and desirable.
The amount of perceived risk is a function of the possible
amount that would be lost (consequences) and the amount of uncertainty.
When the level of perceived risk is above the tolerable level,
a consumer will try to reduce it either by reducing the amount at
stake (i.e., the amount that could be lost) or increasing the feeling
of certainty by seeking more information.
Table 2.1 shows the components of perceived risk.
INFORMATION SEEING IN CONSUMER BEHAVIOE
Introduction
Before purchasing,'a consumer usually goes through a process of
decision making. First of all, a consumer feels need for a product
(problem recognition). At this stage, he is confronted with the
difficulty of identifying his goal and the question of deciding what
brand provides the best means of satisfying his goal. To resolve
this problem, the individual will engage in a search for information
to aid in evaluating the brand and proceeding to the purchase. The
extent of information seeking depends on many factors such as the
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perceived importance of the purchase to the consumer, competence or
experience in buying that type of product, and other factors.
In the following sections, some significant aspects of information
seeking are discussed.
The Two-Step Flow Concept
The basic theme of the two-step flow concept asserts that there
is. tendency for ideas to flow from the mass media to people
designated as opinion leaders and from. them to the less active
sections of the populationo6
This hypothesis has aroused great interest in the marketing
field. The notion of the opinion leader suggests that advertising
efforts should be directed to them in order that they would carry
the message to the less active sections of consumers.7 But it has
been found that opinion-leaders of one product may not be the opinion
leaders of another product. Furthermore, it is very difficult to
describe the general characteristics of the opinion leaders.
Perhaps, the weakness of this model lies in its assumption that
the mass audience is thought to be composed largely of information
receivers.8 They receive information rather than actively seek
information. As a result, the two types of information channels
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formal and informal- are considered as competitive rather than
complimentary because the effectiveness of the channel depends on
the amount of its influence on the c onsuner.
Thus the model represents only a partial picture of the ways
in which consumers obtain information.
In order to have a complete picture, it is necessary to view
the consumer, not only as an information receiver, but also as an
information seeker.
Consumer Information Needs
In the most general sense, there are three types of information
needed by a consumer before arriving at a buying decision. First,
the consumer needs information about the existence and availability
of a product or brand, Second, information which arouses interest.
Third, information that helps to evaluate the product or brands.
The important point to be noted is that a consumer perceives
needs and actively seeks information from a variety of personal or
impersonal sources to satisfy those needs. For instance, if the
consumer does not have any knowledge on the existence of brand for
a particular product, the mass media will be consulted. Or, if
evaluation is needed, friends or family members may be consulted,
in addition to the mass media.
This approach suggests that the consumer uses the various type
of information channels as complimentary rather than competing
sources of information. 10
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Consumer Information Sources
There are three basic types of information sources from which
the consumer acquires information: 11
1. Marketer dominated channels of communication (the product,
pricing, packaging, advertising, etc.).
20 Consumer dominated channels of communication (interpersona]
communication).
3. Neutral sources of information (Consumer Reports, news
articles, magazine).
To understand how information obtained from these sources
satisfies the consumer's information needs, a review of their
characteristics is required.
Marketer Dominated Channels
These channels are under the direct control of the marketer for
communicating with the consumers. These Channels may be regarded as
convenient and readily accessible sources of information. The cost
to the buyer for obtaining information from these sources in order to
obtain information. These channels usually provide a wide range of
performance information.
However, the consumer may have doubt about the trustworthiness
of information from these channels. After all, the main objective
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of the marketer is to sell products, and as a result negative information
about their products may be withheld or the facts distorted. Despite
of these disadvantages, the consumer may consider the marketer-
dominated sources as sufficient if their perceived risk is low or
if the cost and effort of seeking information from other sources is
not justified.
Consumer-Dominated Channels
Consumer-dominated channels include all interpersonal sources
of information that are not under the direct control of the marketer.
They may be regarded as more flexible and more trustworthy sources
of information, 12 They are flexible because interpersonally
communicated information can often be tailored to meet the information
needs of the consumer. These channels not only provide information
for performance evaluation, they also provide information for
evaluating the psychosocial consequences of the purchase.
The disadvantages of using these channels is that they require
more effort on the part of the consumer in acquiring the information.
Secondly, friends may give what they think is the truth, but may not
be competent enough to evaluate the product performance. Also, there
may be personal bias involved in such information.
One distinctive characteristic of the consumer-dominated
information sources is that the consumer may obtain negative
information from them. This is particularly important to the
19
consumer with high perceived risk who is anxious to avoid making
mistakes.
Neutral Sources of Information
Examples of these sources of information are Consumer Reports q
magazine and news articles about the product that are not directly
under the control of either the marketer or the consumer. They may
be considered as excellent sources for evaluating the performance
of the products, in addition to providing negative information.
Table 2.2 gives a summary of the advantages and disadvantages
of the three types of information.13
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Table 2.2
Advantaes and Disadvantages of Consumer Information
Sources
Factors HinderingFactors Favoring
Source Use by Consumer Use by Consumer
Io Marketer 1. Much information 1. Some information
dominated available often biased
2. Low cost of 2v Information with-
information held or wrong
3. Information available 3. Zack of trust
with little effort
He Consumer 1. Various information 1. Information may
dominated from different be wrong
sources
2. Information trusted 2. Information often
must be sought out
3. Person can select
relevant information
4. Low cost of information
III. Neutral 1. Information unbiased 1. Information costly
2. Information based on 2. Information not
facts regularly available
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CHAPTER III
REVIEW OP LITERATURE AND SUGGESTED HYPOTHESES
This chapter consists of three main parts. The first part
deals with operational definitions of perceived risk in past studies
and in the present study. The second part discusses empirical
findings in the literature which deals with the relationships between
perceived risk and the importance of each type information source.
The third part deals with the relationships between perceived risk
and other variables which are relevant to marketers. Suggested
hypotheses are given after the literature review.
OPE.ATIONAI, DEFINITION OP PERCEIVED RISK
uperational Derinitions ±ast Kesearch
Cunningham defined perceived risk operationally by measuring
the perceived certainty of a given event happening and the
consequences involved if the event should happen.' The two
components of perceived risk were measured by the following
questions:
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1.Would you say you are: very certain sometimes
certain or almost certain that a brand of
headache (or other product) you havn't tried
will work as well as your present brand?
2. we a.LL imow that not all products work as well
as others. Compared with other products, would
you say that there is: a great deal of danger
some danger not much danger or no danger in
trying a brand of headache remedy you never used2before.
There are two disadvantages in using this operational definition,
First, perceived risk measured is mainly performance risk because the
questions do not include psychosocial factors. Second, the questions
may be rather complicated for people to understand.
Some authors defined perceived risk operationally as the amount
of risk that a respondent says he sees in the purchase of a product
in a specific buying situation.3 This way of defining perceived
risk has the advantage that it is simpler for respondents to catch
the meaning of the question.
Another way of measuring perceived risk is to ask a respondent
how much worry he would feel over getting what he want in a specific
purchase situation. Cox and Rich used this operational definition
in their study of perceived risk in a telephone shopping situation.4
Operational Definition- Present Research
Performance risk was operationally defined as the amount of
concern a respondent says he would feel over a product not working
24
well when he faces a purchase decision of that product.
Psychosocial risk was defined operationally as the amount of
concern a respondent says he would feel over what other people
might think about the product when he faces a purchase decision
of that product.
These operational definitions were chosen because they appears
to be more-suitable for this study. Performance risk and psychosocial
risk can be distinguished directly and it is easier for respondents
to understand.
PERCEIVED RISK AND CONSUMER ATTITUDE _L O1 Y AR.D
DIFFERENT SOURCES OF INFORMATION
It has been noted previously that information seeking is one
of the most important strategies employed by a consumer in reducing
his perceived risk. This study investigated the relationships
between the importance of different types of information sources
with degree and types of perceived risk.
In the following sections, a review of the literature on the
relationships for each type of information source is presented
together with the suggested hypotheses.
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Marketer-Dominated Information Source
Very little data is available in the literature investigating
the relationship between perceived risk and the use of marketer-
dominated sources of information. Studies in rural sociology
suggested that marketer-dominated information sources are important
only at the awareness stage of the buying process. Viilkening found
that as consumers move towards the evaluation stage, they would
use more consumer-dominated sources than marketer-dominated sources.5
Similar findings were found by Rogers and Beal,6
According to the characteristics of the marketer-dominated
sources of information, Cox suggested that a consumer would consider
them as important when:7
(1) Perceived risk is moderate or slighto
(2) Perceived risk is relatively low and is mainly
the result of performance uncertainty.
(3) The time and effort required to obtain information
from alternate sources is not justified.
The suggested hypotheses for the relationship between perceived
risk and. importance of marketer-dominated sources of information
were:
H1 People of high performance risk are more likely to consider
marketer-dominated information sources as important thaal
those low in performance risk.
H2 People with different degrees of psychosocial risk do not
vary in their attitude towards the importance of marketer-
dominated sources of information.
26
Another interesting area for investigation was to see the effect
of generalized self-confidence on information seeking. It has been
found by many social psychologists that there exists an inverse
linear relationship between self-confidence and persuasibility among
males.8 If this is the case, then people high in generalized self-
confidence are less likely to be persuaded by advertisements and
other marketer-dominated information than people low in generalized
self-confidence. Despite the considerable evidence foun.dq Cox,
Bauer, and many others postulate that people medium in generalized
self-confidence are more likely to be persuaded than people either
high or low in generalized self-confidence, i.e., a curvilinear
relationship between self-confidence and persuasibility.9 They
argued that those low in self-confidence would react defensively to
the suggestions of others. The suggested hypothesis in this study
was based on the inverse linear relationshiD:
n3 People high in generalized self-confidence are less likely
to consider marketer-dominated information sources as
important than those low in generalized self-confidence.
uonsumer 1iominatect lnrornation Sources
There is a considerable amount of evidence available in the
literature showing that consumers high in perceived risk are more
likely to seek information from interpersonal sources. Cunningham
27
found that respondents who were high in perceived risk were more likely
to engage in informal conversation about the product. 10 In a study
on the adoption of a new food product, Arndt found that those high
in perceived risk were more affected by word of mouth comments than
those low in perceived risk. 11 In these studies, the perceived risk
measured was largely performance risk. However, Cox suggested that
consumers would use consumer-dominated channels when:
(1) Performance risk has been aroused and is sufficientl`
high and/or when
(2) Psychosocial risk is sufficiently high to justify
the time and effort required to obtain information
from these informal channels and when
(3) Perceived risk ish+h and consumers are anxious
to avoid mistakes
Based on these findings and suggestions, it was hypothesized that:
H4 People high in perceived performance risk are more likely
to consider consumer-dominated information as important
than those who are low in performance risk.
H5 People high in perceived psychosocial risk are more likely
to consider consumer-dominated information sources as
important than those who are low in psychosocial risk.
Cunningham reported that there was a curvilinear relationship
between generalized self-confidence and the use of word of mouth
with those medium in generalized self-confidence being most likely
to use word of mouth as source of information, 13 The most important
point to be noted from this finding is that people who are low in
generalized self-confidence would react defensively to the suggestions
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of others. Again, these finding are in contrast to the findings
in social psychology which suggests that those low in generalized
self-confidence (self esteem) are most likely to be persuaded. For
this study, the suggestions from social psychology were used because:
1. There is more evidence produced by the social psychologists,
i.e., the relationship has been supported by more than a dozen
studies, whereas the curvilinear relationship proposed by Cox, Bauer
and Cunningham are supported by only a few studies.
2. Since it had been suggested that there was a direct
relationship between perceived psychosocial risk and generalized
self-confidence and between psychosocial risk and the use of consumer
information sources, it seemed more consistent to postulate that
there is a direct relationship between generalized self-confidence
and the use of consumer-dominated information sources.
H6 The lower the generalized self-confidence, the higher is the
probability of considering consumer-dominated information
as important.
Neutral Sources of Information
Neutral sources of information may be considered as excellent
sources of information because most of the information is based on
facts. However, except for some women's fashion magazines, neutral
29
sources may not provide any psychosocial information. Based on. these
characteristics, it was hypothesized that:
H7 People high in performance risk are more likely to consider
neutral sources as important than those who are low in
performance risk.
HS People with different degrees of psychosocial risk do not
vary in their attitude towards the importance of neutral
sources.
There was a lack of findings in the literature investigating
the relationship between generalized self-confidence and the use
of neutral sources of information. It seems that there is no
definite relationship, and the suggested hypothesis was:
H9 No relationship exists between generalized self-confidence
and the attitude towards the importance of neutral information
sourceso
THE MAJOR DETERMINANTS OF PERCEIVED RISE
One of the main purposes of this research is to relate perceived
risk to other variables which are relevant to the marketer, This is
obviously important. If there is any difference in the consumer
profiles of high and low risk perceivers, it would be worthwhile to
develop a marketing program to take these differences into account.
Very little data is available in the literature investigating factors
which influence perceived risk. Among the studies available, Bauer
has suggested that there might be*a relationship between the perception
of risk and social class. He noted:
30
The lower-class person hasless to risk in terms of such'
long-run investments. Perhaps more pertinently it is
more difficult for him to calculate the consequences of
his actions because among other things he is likely to
have less inform.ation.14
Cunningham has empirically studied the relationships between
perceived risk and other variables such as demographic variables,
generalized self-confidence, length of product used, and other
factors* 15 He found that there was little evidence that any
demographic relationship existed, except for age and the number
of children living at home, in the case of headache remedies.
In general, the data available in the litera.ture did not
reveal any consistent relationship between perceived risk and other
variables. Therefore, this study attempted to investigate the
relationships between perceived risk and the following variables:
recency of the purchase experience in purchasing an automobile
brand loyalty satisfaction with present car price of the automobile
willingness to take risk generalized self-confidence and the
socioeconomic variables of age, number of persons living at home,
marital status, education and personal income.
Recency of Purchase
When a person buys a car, he would most probably have collected
information on the performance of some brands which interested him.
This would increase his certainty in the purchase. As time passes,
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the information may become obsolete or he may forget some relevant
data. Therefore, those who have bought their cars a long time ago
say, over two years, would have less confidence in buying cars than
those who have bought their cars within 2 years. Therefore the
sug,ested hypothesis was:
H10 People who bought their cars over 2 years are more likely
to have high perceived performance risk than those who
bought their cars within 2ears.
However, the relationship between perceived psychosocial risk
and recency of purchase is difficult to predict. It seems that the
theory of cognitive dissonance proposed by Leon Festinger may be
useful in this respect. 16 According to Festinger, whenever an
individual makes a decision (for example, buying decision) he will
have some degree of cognitive dissonance. That is, he will
experience some doubts and anxieties about the wisdom of his choice.
This state of doubts and anxieties may increase the perceived
psychosocial risk of the buyers. However, when dissonance exists, an
individual will attempt to reduce it either by seeking more more
consonant information to justify his decision or by playing down the
desirable qualities of the foregone alternatives. Based on this
discussion, it was hypothesized that:
H11 People who bought their cars within 2 years are more likely
to be high in perceived psychosocial risk than those who
bought their cars a over 2 years.
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Experience in Buying Automobile
In this research, experience in buying was measured by the number
of cars bought by the respondents. Learning theory suggested that
the chance of making a correct decision increases with the number of
positively reinforced trials. It seems reasonable to say that as
a person goes through more purchase decisions, he will have more
knowledge and wisdom (maybe he learns from mistakes and thus will
have more confidence in purchasing cars. Therefore, the suggested
hypothesis was:
H12 As the total number of car purchased by the individual
increases, the amoi-int of perceived performance risk
will decrease.
As the total number of cars bought by an individual increases,
the importance of a car to him in the psychosocial sense may
decrease. Thus it was hypothesized that:
H13 As the total number of cars purchased by the individual
increases, the amount of perceived psychosocial risk
will decrease.
Brand Loyalty
Bauer has suggested that those high in perceived risk should
also be high in brand loyalty. 17 He argues that brand loyalty is
one of the ways in which consumers reduce or avoid the risk perceived
in purchasing an untried brand. This hypothesis was supported by
Cunningham in his study.18 Based on these findings, it is hypothesized
that:
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H14 The higher the loyalty to a single brand, the higher will be
the perceived performance and psychosocial risk associated
with any other brand.
Satisfaction with the Present Car
People who express a high satisfaction with their present
cars are more likely to feel confident in buying cars than those
who express a low satisfaction.
H15 People who express a high satisfaction with their present
cars are more likely to have less perceived performance and
psychosocial risk than those expressing a low satisfaction.
Price of the Present Car
A higher priced car is more likely to be good in performance
and more likely to give the owner a sense of importance. Therefore,
it was hypothezised that:
H16 People who own a high priced car are more likely to have
low perceived performance and psychosocial risk than those
owning a low priced car.
Willingness to Take Risk
Willingness to take risk is a personality trait and it tends
to influence the degree of deliberation prior to decision making.
Those who are willing to take risk may have a lower perceived risk.
Therefore, it was hypothezied that:
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People who are generally willing to take risks are more likelyH17
to have lower perceived performance and psychosocial risk than
those who are not generally willing to take risks.
Generalized Self.-Confidence
It seems reasonable to assume that there should be a strong
relationship between self-confidence and perceived risk. In a study
conducted by Cunningham, it was hypothesized that those low in
perceived risk would be more likely to be high in generalized self-
confidence.19 However, he found that the data did not support the
hypothesized relationship. One important point to be noted here is
that Cunningham's measure of perceived risk was largely a measure of
performance risk. Therefore, it is worthwhile to investigate whether
there is any relationship between generalized self-confidence and
perceived psychosocial risk. The following were the suggested
hypotheses:
H18 There is no relationship between perceived performance
risk and generalized self-confidence.
People high in generalized self-confidence are more likelyH-1 a
to be low in psychosocial risk.
Socioeconomic Variables
Cunn.gham found that younger people were less likely to be
high in perceived risk for headache remedies than were older people
and that those who have three or more children living at home were
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less likely to be high in perceived risk than those with two or fewez
children living at home. 20 These relationships were significant at
0.5 level. For the present study, it was assumed that there was no
relationship between perceived risk and socioeconomic variables.
H2O People of different age, number of persons living at home q
marital status level of education and personal income do not
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A consumer survey was conducted to collect data for this research.
This chapter outlines the methods and procedure used to select the
sample, collect data and construct the interview schedule.
Sample 6electlon
Because of lack of time and money, it was decided to limit the
sample size to 90o The following criteria were used to select the
car owners:
1. The study included only private car buyers. Business,
government and other institutional car buyers are excluded because
the primary interest of the study was individual consumer behavior.
2. Used car owners were excluded. It was believed that the
information seeking behavior for buying new cars should be different
from that for buying used cars.
3. Car buyers whose occupation was connected with selling
cars were excluded because they may have had different attitudes
towards the use of information sourceso. They were also expected
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to have a lower degree of perceived risk in car buying.
Three questions were asked to identify those who conformed to
the criteria:
1. Are you the owner of this car?
2. Did you buy your car new or used?
3. That is the main purpose of your car?
The interview schedule consisted of .a nuestion on the occupation
of the respondent and whether or not the occupation was connected
with selling cars could be found out.
Data Collection
The ideal way to collect the data would have been to select
a random sample from a list of private car owners obtained from the
Transport Department of the Hong Kong Government. From an interview
with an officer in the Transport Department, it was found that the
Department charged 10 dollars to supply the name and address of one
car owner.
The second possible way to contact the car owners was to
interview them personally at the cross harbor ferry. A letter was
sent to the Hong Kong Yaumati Ferry Co. Ltd. to ask for permission
to conduct the survey on the ferry. This request was turned down,
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It was then decided to conduct the survey at public car parks.
Due to a lack of parking places in Hong Kong, a car owner often has
to wait for fifteen to thirty minutes before being admitted to the
car park. During the waiting time, most car owners would be willing
to cooperate with the interviewers.
Interview Procedure
All interviews were conducted by a team of 4 interviewers
between March 6 to March 119 1972 at public car parks in the central
district. The interviewers were college students. Before the
interview started, they were given instructions on how to approach
a respondent and were given on the job training. Each interview took
about 10 minutes. Interviewing continued until 90 completed interviews
had been obtained.
Interview SchedulE
An interview schedule was designed in A form that was convenient
for the interviewers to use. (See Appendix I) The schedule consisted
of five parts:
1. Particulars about the responent's present and previous cars.
These included:
a. Price of present car
b. When car was bought, i.e. the recency of the purchase.
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co Satisfaction with the present ca,r. A 5-point scale ranging from
very satisfied to very idssatisfied was used for this purpose.
d. Number of cars previously bought by the respondent. This was
an indication of experience in buying car.
e. Number of previous cars which were of the same brand (make
as the present car. This was used as an indication for brand
loyalty.
2. Perceived risk scales
a. Perceived performance risk- the respondents were asked to rate
on a 5-point scale, the amount of concern about the products
not working well when they have to make a purchase decisions.
The products were automobiles, television sets, and wrist watches.
b. Perceived psychosocial risk- the respondents were asked to rate
on a 5-point scale, the amount of concern about what other people
would think about the product when they have to make a purchase
decision for automobiles, clothing and wrist watches.
3. Attitude scales on the importance of information sources-
the respondents were asked to rate on the 5-point scale ranging from









a and b -- marketer-dominated sources, c and d -- consumer-
dominated sources, and e and f -- neutral smzrces.
4. Personality of the respondent
a. Generalized self-confidence:
Two questions were asked to measure the generalized self-
confidence:
(i) In most social situations, how self-confident would you say
you are?
(ii) How often do you feel worried about what other people think
of you?1
b. Willingness to take risk: The respondents were asked how often
they have taken risk over the past years.
5. Socioeconomic questionnaire consisted of:
a. Age of the respondent
b. Marital status







Since no probability technique was used in selecting the sample,
the conclusion drawn from the analysis of the data cannot safely be
generalized to the population. Therefore, the findings in this study
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ANALYSIS I- THE RELATIONSHIP BETWEEN PERCEIVED RISK AND
ATTITUDES TOWARD THE IrLP°ORTANCE OF INFORi1,1ATION
SOURCES
This chapter presents the analysis of the relationship between
perceived risk and consumer attitudes toward the importance of
various information sources.
Chi-square analysis was used to test for statistical sinificance.
PERCEIVED RISK AND P,ARKTERDOMINATED
INFORMATION SOURCES
Performance Risk and The Importance of Marketer-Dominated
Information Sources
Hypothesis (H1)
'eople of high performance risk are more likely to consider
marketer-dominated (advertisement and Brochure) information
sources as important.
Marketer-dominated information sources may be primarily classified
as: advertisement and brochure. In Table 5.1 presented on the next
page, the value derived from the chi-square tests were not sinificant
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TABLE 5.1






Low 29 (61.7%) 5728 (65.1%)
High 18 (38.3%) 3315 (34.9%)
Total 43 (100%) 9047 (100%)
Chi-square= 0.114
Not significant at .1 level
Brochure
Low 19(40%)19 (44%) 38
High 28(60%) 5224 (56%)
Total 43 (100%) 9047 (100%)
Chi-square= 0.13
Not significant at .1 level
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at the .1 level, with a decision to accept the null hypothesis.
Descriptively, there was a slight indication that those high in
performance risk were more likely to consider that the advertisement
and brochure were important.
Psychosocial Risk and the Importance of Marketer-Dominated
Information Sources
Hypothesis (H9)
People with different degrees of psychosocial risk do not
vary in their attitude towards the importance of marketer-
dominated information sources.
In the case of advertisements, the result shown in table 5.2
indicates that there was a significant relationship between
psychosocial risk and the importance of advertisement those high in
psychosocial risk were more likely to consider advertisement as
important. The chi-square value was significant at the 0.1 level.
Therefore the hypothesis was not accepted.
In the case of brochures, even though the chi-square test was
not significant at 0.1 level, it indicated the same direction as
advertisements.
Generalized Self-Confidence and the Importance of Marketer-Dominated
Information Sources
Hypothesis (H.)
People high in generalized self-confidence are less likely
to consider marketer-dominated information sources as important
than those low in generalized self-confidence.
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TABLE 5.2
PSYCHOSOCIAL RISK AND TIIE IYTORTAIITCE OF RA4RKETER-






low 44 (75,5%) 5713 (41.9%)
High 15 (24,5%) 18 (58.l%) 33
Total 059 (1000%) 31 (100%)
Chi-square= 9.33
Significant at the .1 level
Brochure
Low 26 (44.1 12 (38,7%) 38
High 33(55.9%) 19 (61.3%) 52
Total 9059 (100%) 31 (100%)
Chi-square= 0.24
1VOt Signiricant at the .1 level
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In Table 5.3, the chi-square value was significant to reject the
null hypothesis at the 0.1 level, for advertisements. But in the case
of brochures the chi-square value was not significant. In both cases,
those who were low in generalized self-confidence were more likely to
consider marketer-dominated information sources as important.
It was interesting to note that those with a medium score of
generalized self-confidence were the least likely to consider
advertisements and brochures as important. This finding is contrary
to those suggested by Cox and Bauer, who argue that those medium in
generalized self-confidence are the easiest to persuade.
PERCEIVED RISK AND CONSUMER-DOIAINATED
INFORMATION SOURCES
Performance Risk and the Importance of Consumer-Dominated
Information Sources
Hypothesis (H.)
People high in perceived performance risk are more likely
to consider consumer-dominated information sources as
important than these who are low in performance risk.
Family members and friends were selected to represent consumer-
dominated information sources. Table 5.4 shows that the results were
as predicted for both family members and friends. However, the chi-
square tests indicated that only the relationship between family
members and performance risk was significant at 0.1 level.
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TABLE 5.3







57Low 12 (44.4%) 21 (75%) 24 (68.6%)
33High 15 55.6 7 (25%) 11 (31.4%)
Total 9027 (100%) 28 (100%) 35 (1000%)
Chi-square= 6.22
Significant at the .l level
Brochure
38low 9 (3303%) 15 (53.7%) 14 (40%)
18 6607% 52High 13 (46.3%) 21 (60%)
Total 9027 (100%) 28 (100%) 35 (1000,
Chi-square Z.Z
Not significant at the .l level
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TABLE 5.4
PERFORMAIITCE RISK AND THE IMPORTlJTCE OF CONSUMER-






Low 4425 (58.2%) 19 (40.4%)
High 28 (59.6%) 4618 (41.2%)
90Total 47 (100%)43 (100%)
Chi-square= 2.85
Significant at the .1 level
Friends
Low 3116 (34%)15 (34.9%)
31 (66%)High 5928 (65.1%)
90Total 47 (100%)43 (l00%)
Chi-square= O.007
Not significant at the of level
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Psychosocial Risk and the Importance of Consumer-Dominated
Information Sources
Hypothesis (H,)
People high in perceived psychosocial risk are more likely
to consider consumer-dominated information sources as
important than those who are low in psychosocial risk.
Table 5.5 shows that chi-square tests were signific2mt at 0.1
level for both family members an.d friends. 74.2 of those high in
psychosocial risk considered family members a highly important
information source as compared with 39% for those low in psychosocia:
risk.
Generalized Self-Confidence and the Importance of Consumer-Dominated
Information Sources
Hypothesis (H6)
The lower the generalized self--confidence, the higher is
the probability of considering consumer-dominated murces
as important.
Table 5.6 shows that the chi-square values for family members
and friends were insignificant at 0.1 levelo The observed relation-
ships, however, in the direction predicted.
PERCEIVED RISK AND THE IMPORTANCE OF
NEUTRAT INFOIMATION SOURCES
reri ormance ni-sx ana tine .-mnori ance oz lv eutirai lni ormai ion oources
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TABLE 5.5
PSYCHOSOCIAI, RISK AND THE IMPORTANCE OF CONSUWER-
DOMINATED INFORMATION SOURCES
Psychosocial risk




Low 4436 (610) 8 (25080)
High 4623 (39 23 (74.22)
Total 9059 (100%) 31 (100%)
Chi-square= 10.1
Significant at the .1 level
Friends
Low 3125 (42x4%) 6 (19.40)
High 5934 57.6% 25 (80.6%)
Total 9059 (10) 31 (100 0)
Chi-square= 4.77
Significant at the .1 level
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TABLE 5.6







low 4410 (37%) 13 (56.5%) 21 (60%)
High 17 (63%) 4615 (43.5%) 14 (40%)
Total 9027 (100%) 28 (100%) 35 (100%)
Chi-square 3.34
Not significant at the .1 level
Friends
Low 318 (29.6%) 9 (32.2%) 14 (40%)
High 21 (60%) 5919 (70.4%) 19 (67.8%)
Total 9035 (100%)27 (100%) 28 (100%)
Chi-square= .83
Not significant at the .1 level
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Hypothesis (H,)
People high in performance risk are more likely to consider
neutral information sources as important than those low in
performance risk.
Table 5.7 presents the results of the chi-square tests. The
chi-square values were not significant at 0.1 level for either
magazines and news articles. However, the observed relationships were
again in the direction predicted.
Psychosocial Risk and the Importance of Neutral Information Sources
Hypothesis (H)
People with different degree in psychosocial risk do not
vary in their attitude towards the importance of neutral
information sources,
Table S.d shows that there was no significant relationship Deiweer
psychosocial risk and the importance of neutral information sources.
Hypothesis confirmed.
Generalized Self-»Confidence and the Importance of Neutral
Information Sources
Hypothesis (HQ)
No relationship exists between generalized self-confidence
and the attitude towards the importance of neutral information
sources.
Table 5.9 shows that the chi-square values for magazines and
news articles were not significant at 0.1 level. Thus there wau
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TABLE 507







38Low 17 (36.2%)21 (48.8%)
30 (63.8%) 52High 22 (51.2%)
90Total 47 (100%)43 (100%)
Chi-square= 1.47
Not significant at the .1 level
News articles
45Low 23 (49%)22 (51.2%)
45High 24 -(51%)21 (48.8%)
47 -(100%) 90Total 43 (100%)
Chi-squaxe= 0.05
Not significant at the .1 level
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TABLE 5.8
PSYCHOSOCIAL RISK .AND THE IlTORTATCE OF NEUTRAL






Low 3815 (48.4%)23 (49%)
High 5216 (51.6%)36 (61%)
Total 9059 (100%) 31 (l00%)
Chi-square= o73
Not significant at the .1 level
News articles
low 4530 (50.9%) 15 (48.4%)
High 4529 (49.1%) 16 (51.6%)
Total 9059 (100%) 31 (100%)
Chi-square= .5
Not significant at the .1 level
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TABLE 5.9











Not significant at the 1 level
10(37%0 12(42.9%) 16(45.7%) 38
17(63%) 16(57.1%) 19(54.3%) 52






Not significant at the 1 level
14(51.8%) 16(57.1%) 15(42.9%) 45
13(48.2%) 12(42.9%) 20(57.1%) 45
27(100%) 28(100%) 35(100%) 90
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no significant relationship between generalized self-confidence and the
importance of neutral information sources. Hypothesis confirmed.
SUTv]MA.RY AND DISCUSSION
Performance Disk and Importance of Information Sources
It was found that the higher the performance risk involved in an
automobile purchase decision, the greater importance,will be the
influence from family members (at the 0.1 level) and magazine (at the
0.3 level.
It is possible that when a. ca.r buyer perceives high performance
risk, he is more likely to be in need of support from family members
or he thinks that it is more likely to have a better decision if his
family members are invited to participate in the decision. It is also
possible that people in Hong Kong are more family-centered.
In the case of magazine, it is possible that a car buyer who is
high in performance risk is anxious to avoid making mistake and
therefore is more likely to be exposed to negative information which
are found in magazines. The importance of negative information to
people high in performance risk was supported by Arndt who found that
none of those high in perceived performance risk who received unfavorable
information about a new coffee product bought the product, whereas 20%
of the medium risk perceivers and 500% of the low performance risk
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perceivers receiving unfavorable information bought the new products``
Psychosocial Risk and Information Sources
Cox has suggested that marketer-dominated information channels
may not be perceived as being either very competent or very trust-
worthy sources of relevant psychosocial information.2 But the data
in this study showed that those high in psychosocial risk were more
likely to be influenced by advertisement (at the 0.1 level). It is
possible that people in Hong Kong may regard advertisement as a
good psychosocial information source. As for brochure, the relation-
ship was very weak. Possibly, buyers may regard brochure mainly as
a source of information on the specifications of a car.
The hypothesis that high psychosocial risk perceivers are more
likely to be influenced by consumer-dominated information sources wa:
confirmed. This is quite natural because by consulting friends and
family members, one can be more certain that a product or brand woulc
be socially approved. After all, a high psychosocial risk perceiver
would feel better if their decision is supported by his friends and
family members.
It was found that there was no significant relationship between
psychosocial risk and the influence of neutral information sources.
This was as expected in the hypothsis. In fact, neutral information
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sources such as magazines and news articles usually do not provide any
psychosocial information.
Generalized Self-Confidence and information Sources
As was predicted, the data suggested that the lower the respondent's
generalized self-confidence, the greater importance would be the
influence of advertisement. It is possible that respondents low in
generalized self-confidence were more likely to be persuaded by
advertisement. This finding do not support the curvilinear relationship
between self-confidence and persuasibility suggested by Cox and Bauer.3
They found that those low in self-confidence would be less likely to
be persuaded because they react defensively to persuasion.4 On the
other hand, the data in this study support the results found by social
psychologists. Berkowitz and Lundy found that there was an inverse
linear relationship between self-confidence and persuasibility.5
The data also suggested that those low in generalized self-
confidence were more likely to be influenced by family members. A
reasonable interpretation of this is that spondents with low generalized
self-confidence were more likely to rely on family members when making
an important pruchase decision, It is also possible that they were
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CHAPTER VI
ANALYSIS II- THE MAJOR DETER MMUTT S OF PERCEIVED RIS
The purpose of this chapter is to analyse the relationship between
perceived risk and the following variables:
1. Recency of purchase
2. Experience in purchasing automobile
3. Brand loyalty
4. Satisfaction with the present car
3. Price of the present car











"People who bought their cars over 2 years are more likely
to have high perceived perfprmance risk than those who
bought their cars within 2 years.
In Table 6.1, 57% of those who bought their present cars over two
years ago were high in performance risk while 51% of those who have
bought their cars within the last two years were high in perceived
risk. The results were in the direction as predicted in the hypothesis.
However, the chi-square test showed that the results were not significant
at. l level. Therefore, the relationship can only be taken as tentative.
Hypothesis(H11)
"People who bought their cars recently are more likely to be
high in psychosocial risk than those who bought their cars
a long time ago."
Table 6.1 shows that 38% of those who bought their cars recently
(within the last 2 years) were high in psychosocial risk and only
31% of those who bought their cars over 2 years ago were high in
psychosocial risk. Although the results were as predicted in the
hypothesis, the chi-square tests shows that they were not significant
at 0.1 level.




RECENCY OF PURCHASE AND PERCEIVED RISK
Recency of Purchase













Not significant at .1 level
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"As the total number of cars purchased by the individual increases,
the amount of perceived performance risk will decrease."
Experience in buying automobile was measured by the total number
of previous cars bought by the respondents. Table 6.2 shows that the
relationship was in the opposite direction of the hypothesis. Among
those who have previously bought 3 cars or over, 57% were high in
performance risk, whereas only 48% of those who have bought 2 or less
cars before were high in performance risk. The Chi-square value was
0.716 and was insignificant at 0.1 level. The fact that those who
bought more cars before are more likely to have high perceived performance
risk may indicate that car buying is a complex decision making process
for most consumers. It also indicated that experience, measured merely
by the number of times the cohice decision has been faced, cannot
reduce the perceived performance risk i.e. cannot reduce the uncertatinty
in buying another new car.
Hypothesis(H13)
"As the total number of cars purchased by the individual
increases, the amount of psychosocial risk will decreases."
Again the result was in the opposite direction as predicted.
43% of those who have bought 3 or more cars before were high in
psychosocial risk and only 27% of those who bought less than 3 cars
before were high in psychosocial risk.
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TABLE 6.2
NUMBER OF PREVIOUS CARS BOUGHT AND PERCEIVED RISK





4723 (48%) 24 (57%)High
9042 (100%)48 (100%)Total
Chi--square=0.716
Not significant at the .l level
Psychosocial risk
5924 (57%)Low 35 (73%)
3118 (43 0)High 13 (27%
9042 (100%)481000
Chi-squaxe= 2.57




The higher the brand loyalty, the higher will be the
perceived performance risk and psychosocial risk.
Table 6.3 shows that for both performance and psychosocial risk,'
those who were high in brand loyalty were less likely to be in the
high risk category, thus the results were in the opposite direction
as predicted. One possible explanation is that people purchase the
same brand as their previous car because they found satisfaction with
the brand and not because they have high perceived risk and want to
reduce the risk by brand loyalty. No chi-square test was made for
performance risk because more than one cell had an expected frequency
of less than 5. The chi-square value for psychosocial risk was l0 4
and was insignificant at 0.1 level.
Satisfaction from the Purchase
Hypothesis (H15)
People who express a high satisfaction. with their present
cars are more likely to be low in perceived performance
and psychosocial risk than those expressing a low
satisfaction.
Table 6.4 shows that the results were in the direction predicted.
The chi-square value for performance risk was insignificant at 0.1
level but the value for psychosocial risk was 4.77 and was significant
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TABLE 6.3





Low 36 (44%) 437 (78%)
High 45 (56%) 472 (22%)
Total 81 (100%) 909 (100%)
No chi-square test because more than one cell has expected
frequencies of less than 5
Psychosocial risk
Low 51 (63%) 598 (89%)
High 30 (37%) 1 (11%) 31
Total 81 (l00%) 909 (100%)
Chi-square= 1.4
Not significant at the .1 level
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TABLE 6.4
SATISFACTION WITH PRESENT. CAR ATTD PERCEIVED RISK




low 4310 (40%) 33 (51%)
High 4715 (60%) 32 (49%)
Total 25 (100%) 9065 (l00%)
Chi-square= .84
Not significant at the .1 level
Psychosocial risk
Low 5912 (48%) 47 (72%)
High 13 (52%) 3118 (28%)
Total 25 (100%) 9065 (100%)
Chi-square= 4.77
Significant at the .1 level
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at 0.5 level. Therefore, the degree of satisfaction is an important
factor in determining the perceived risk for buying automobiles,
especially in the case of psychosocial risk.
trice or rresent Car
Hypothesis (H10)
People who own a high priced car are more likely to have
low perceived performance and psychosocial risk than
those owning a low priced car.
The results were in the direction predicted. Table 6.5 shows
that 60% of those owning a lower priced car (under $15,000) were
high in performance risk while only 45% of those owning a high priced
car ($15,000 or over) were high in performance risk. In the case of
psychosocial risk, 40% of those owning a low priced car were high in
psychosocial risk while only 29% of those owning a high-priced car
were high in psychosocial risk. The chi-square values for both risks
were insignificant at 0.1 level.
Willingness to Take Risk
Hypothesis (H-17)
People who are willing to take risk are more likely to
have a low perceived performance risk and psychosocial
risk than those who are not willing to take risk.
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TABLE 6.5
PRICE OF PRESENT CAR AND PERCEIVED RIS
Price of present car
Under15.000 g15.nnn nr nvpr
Total
Performance risk
Low 18 (40%) 25 (55%) 43
High 27 (60%) 4720 -(45%)
Total 45 (100%) 9045 (100`%)
Chi-square= 2.21
Not significant at the .1 level
rsycnosocial risk
Low 27 (60%) 5932 (71%)
High 18 (40%) 3113 (29%)
Total 45 (100%) 9045 (100%)
Chi-square= 1.24
Not significant at the o1 level
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Table 6.6 shows that the results were in the opposite direction as
predicted for both performance risk and psychosocial risk, i.e.,
respondents who were willing to take risk were more likely to have
higher perceived risk. Chi-square values for both risks were not
significant at 0.1 level.
Generalized Self-Confidence
Hypothesis (H1R)
There is no relationship between perceived performance
risk and generalized self-confidence.
Table 6.7 shows that there was an almost equal percentage (51%o
and 53%) of those high and low in generalized self-confidence to be
high in performance risk. The chi-square value was extremely low
(0.032), therefore the hypothesis was confirmed.
Hypothesis (H)
People high in generalized self-confidence are more
likely to be low inerceivedsvchosocial risk.
Table 6.7 shows that 8011o of those high in generalized self-
confidence were low in psychosocial risk while 49% of those low in
generalized self-confidence were low in psychosocial risk. The chi-




WILLINGNESS TO TAKE RISK AND PERCEIVED RISK




low 21 (51%) 4322 (45%)
Higr 20 (49%) 4727 (55%)
Total 41 (100%) 9049 (100%)
Chi-square= .358
Not significant at the .1 level
Psychosocial risk
low 30 (73%) 5929 (59%)
High 11 (27%) 3120 (41%)
Total 41 (100%) 9049 (100%)
Chi-square= 1.93
Not significant at the .1 level
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T LE 6.7





low 4320 (49%) 23 (47%)
High 4721 (51%) 26 (53%)
Total 9041 (100%) 49 (l00%)
Chi-square= .032
Not significant at the .1 level
Psychosocial risk
Low 5920 (49%) 39 (80%)
31
High 21 (51%) 10 (20%)
Total 9049 (100%)41(100%)
Chi-square= 9.73




People of different age, number of persons living at
home, marital status, level of education and personal
income do not vaxy in. their degree of perceived
performance and psychosocial risk.
Tables 6.8 to 6.12 show that none of the chi-square values
were significant-at 0.1 level. However, it may be valuable to
see the direction of the relationship between perceived risk and
each of the socioeconomic variables.
Younger respondents were more likely to have higher performance
risk than older respondents. 58% of those under the age of 40 were
high in performance risk while only 39% of those of age 40 or over
were high in performance risk (see table 8). Similar relationships
occurred for psychosocial risk: younger respondent were more likely
to be high in psychosocial risk.
Table 6.9 shows that respondents who have 6 or more persons
living at home were more likely to be higher in performance risk but
lower in psychosocial risk than those who have less than 6 persons
living at home.
Table 6.10 shows that married people were more likely to be
high in both performance risk and psychosocial risk.
Table 6.11 shows that respondents lower in education level were




AGE AND PERCEIVED RISK
Age
Under 40 40 or over
Total
Performance risk
Low 27 (42%) 4316 (61%)
High 37 580 4710 39%)
Total 64 (1000) 9026 (100%)
Chi-square = 2.1
Not significant at the .1 level
Psychosocial risk
low 39 (61%) 5920 (77%)
Higi 25 (39%) 316 (23%)
Total 9064 (100%) 26 (100%)
Chi-square = l.5
Not significant at the .1 level
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TABLE 6.
NUMBER OF PERSONS LIVING AT HOME AND PERCEIVED RISK




Low 28 (52%) 4315 (41.5%)
High 26 (48%) 4721 (58.5%)
Total 9054 (100) 36 (100%)
Chi-square = .9
Not significant at the .1 level
P sychosocial risk
Lmv 33 (61%) 5926 (72%)
High 21 (39%) 10 (28 21
Total 54 (100%) 9036 (100Jj
Chi-square= 1.2
Not significant at the .1 level
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TABLE 6.10





low 4314 (50%) 29 (47%)
High 33 (53%) 4714 (50%)
Total 9028 (100%) 62 (100%)
Chi-square= .08
Not significant at the .1 level
Psvchosocial risk
Low 5920 (71%) 39 (63%)
High 318 (29%) 23 (37%)
Total 9028 (100%) 62 (100%)
Chi-square= .6
Not significant at .1 level
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TABLE 6 .11





Low 4324 (46%) 19 (5%)
High 28 (54%) 4719 (50%)
Total 9052 (100%) 38 (l00%)
Chi-square= .129
Not significant at the o1 level
Psychosocial risk
36(69%)Low 5923 (60%)
High 16 (31%) 15 (40%) 31
Total 9052 (100%) 38 (100%)
Chi-square= .74
Not significant at the .1 level
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TABLE 6012
PERSONAL INCOME AND PERCEIVED RISK
Personal income
Under $2,000 $2,000 or over
Total
Performance risk
Low 17 (41%) 4326 (53%)
High 24 (59%) 4723 (47%)
Total 41 (100%) 9049 (100%)
Chi-square= 1.3
Not significant at the .1 level
Psychosocial risk
Low 28 (68%) 5931 (63%)
High 0 18 (37%)13 (32%) 31
Total 41 (100%) 9049 (100%)
Chi-square= 9248
Not significant at the .1 level
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Table 6.12 shows that respondents with higher personal income
were more likely to be high in psychosocial risk but low in performance
risk.
SULThARY MID DISCUSSION
Determinants of Performance Risl
The data suggested that the following groups of car buyers were
more likely to be high in performance risk than buyers of the
remaining categories of the variables:
(1) Those whose present car was in the lower-priced
category (at the .2 level)
(2) Younger buyers, i.e. under 40 (at the .2 level)
(3) Car buyers with lower personal income (at the .3 level)
It is possible that lower-priced cars are more likely to be
inferior in performances Frequent breakdown may cause the owners
a lot of inconvenience and even frustration. As a result, the owners
would tend to have a higher uncertainty associated with car buying.
Younger buyers and buyers with lower personal income may be
more likely to own a lower-priced car and this may be the reason why
they were more likely to be high in performance risk.
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Determinants of Psychosocial Risk
The data showed that the following groups of car buyers were
more likely to be high in psychosocial risk then buyers of the
remaining categories of the variables:
A. Experience with car buying
1. Buyers who were not satisfied with their present cars
(at the .1 level)
2. Buyers who bought their cars recently, i.e. within 2
years (at the .2 level)
3. Buyers who bought 3 or more cars before (at the .2 level)
4. Buyers whose present car was in the lower-priced category
(at the .3 level)
5. Buyers whose present car was not the same brand as their
previous cars, i.e. low brand loyalty (at the .3 level
B. Socioeconomic Variables
6. Younger buyers, i.e. under 40 (at the .3 level)
7. Buyers who have 5 or less persons living at home (at the
.3 level)
0. Generalized self-confidence
8. Buyers with lower .generalized self-confidence (at the
of level)
There are many possible reasons why a buyer is not satisfied
with his carp Some of the reasons may be associated with the poor
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performance of the car While others may be associated wth psi- cn.osocias.
factors such as uncertainty that he has made a wise choice, concern
about criticism given by his friends or family members on the car
and the like. Therefore, those who are not satisfied with his car
are more likely to be high in psychosocial risk.
In chapter 3, it has been pointed out that when an individual
has just bought a car, he is more likely to have cognitive dissonance
which is a state of anxiety about the wisdom of his choice. A
buyer with high cognitive dissonance may have a high perceived
psychosocial risk. As time passes, dissonance is reduced either by
seeking more consonant information to justify his decision or by
playing down the desirable qualities of the foregone alternatives.
Thus, the theory of cognitive dissonance may offer an explanation
for the finding that buyers who bought their cars recently were more
likely to be high in psychosocial risk.
It was hypothesized that buyers who bought 3 or more cars before
would be more likely to be low in psychosocial risk but the observed
relationship was in the opposite direction as predicted. The findings
indicated that car buying is really a very complicated decision
making and often involves frustration and uncertainties. Experience
alone, measured by the number of trials in car buying, not only cannot
reduce but even tend to increase psychosocial risk. It is possible
that most of the experience with cars is not positively reinforced ones.
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The hypothesis that buyers who owned a lower-priced car would
be more likely to be high in psychosocial risk was confirmed. It
is possible that a lower--priced car is less likely to give
satisfaction to the owner. Also a lower-priced car is less likely
to give the owner a sense of importance.
The hypothesis that buyers who repurchased the same brand as
their previous car would be more likely to be high in psychosocial
risk was not confirmed. In fact, the observed relationship was in
the opposite direction as predicted. A possible explanation is
that buyers repurchase a brand because they find that it is very
satisfactory.
Younger buyers were found to be higher in psychosocial risk.
It is possible that a younger buyer may not be certain about their
goals associated with car buying. At one time he may prefer to have
a sports car, but then he may change his mind because is not roomy
enough.
Buyers who have 5 or less persons living at home were more
likely to be high in psychosocial risk. It is possible that if a
buyer has more family members living with in, he would have more
persons to back up with his decision, therefore, he is less likely
to be high in psychosocial risk.
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The hypothesis that car buyers with low generalized self-
confidence would be more likely to be high in psychosocial risk was
confirmedo It is possible that an individual with low generalized
self-confidence would tend to worry more about the consequences of





Most of the past studies on perceived risk did not distinguish
between the two types of risk, namely, performance risk and
psychosocial risk. The need for this distinction is suggested by
findings of this study. The importance of each information source
depends on the type of risk perceived by car buyers as well as the
amount of the risk. For example, the data showed that car buyers
high in psychosocial risk were more likely to consider advertisement
as important but there was no significant relationship between
performance risk and the importance of advertisement.
Another point to be noted is that although the three basic
types of information channels, namely, marketer-dominated consumer-
dominated and neutral sources, have their own general characteristics,
there might be some distinctive characteristics for information sources
belonging to the same basic information channel. Take for example,
both advertisement and brochure are marketer--dominated information
sources, but each one has its own unique characteristics. Advertisement
may be regarded by car buyers as a good source of psychosocial
information but this may not be so in the case of brochures.
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Some interesting relationships were observed between perceived
risk and the importance of each information sources. First, the
higher the performance risk or psychosocial risk, the greater
important would be the influence of family members. This finding
indicated that automobile buyers in Hong Kong would tend to cos1sult
their family members when they face a purchase decision involving
high performance. risk or high psychosocial risk. Whether this is
the case in other countries remains to be investigated. Second,
past studies suggested that there would be a close-relationship
between performance risk and the importance of friends. However,
the observed relationship was very weak. It does not necessarily
mean that friends are not important information sources, may be they
are so important that even the low performance risk perceivers regard
them as helpful. Third, it was expected that advertisements might
be good sources of performance information but not good sources of
psychosocial information. However, the data showed that car buyers
high in psychosocial risk were more likely to be influenced by
advertisements. It is possible that advertisements may have the
effect of social reassurance for the approval seeking car buyers.
The findings in this study suggested that perceived risk may
be related to other variables which are relevant to marketers. In
general, factors associated with experience with present and previous
cars are quite influential on whether an automobile buyer is likely
9to be high in performance risk or psychosocial rlsk. Relationships
between perceived risk and socioeconomic variables were rather weak
except for age, personal income and numbers of persons living at
home.
RECOMMENDATIONS TO AUTOMBILE DEALERS IN HONG KONG
The study suggested that it might be worthwhile or automo 011E
dealers to develop a marketing program to take the concept of
perceived risk into account. The marketing implications of the
study are discussed below.
Understanding the Consumer Information Needs
Before formulating their strategies, marketing executives need
to understand the types and amount of risk perceived by their
prospective customers. In this respect, the findings on the major
determinants of perceived risk might be useful. Anal-Tsing the
prospect's dimensions of performance risk, psychosocial risk- and
generalized self-confidence could provide marketing executives some
indication of the consumer information needs. For example, an
automobile dealer handling a brand which enjoys a good reputation
in its performance may find that most of his prospective customers
are relatively low in performance risk but high in psjrchosocial risk
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Thus, prospective customers may be interested in hearing the prestige
value of the product. In this case, the general strategy would be
to supply more psychosocial reassurance to the prospective buyers.
Advertising
The findings that psychosocial risk perceivers were more likely
to be influenced by advertisements suggested that automobile dealers
may use advertisements for disseminating psychosocial information.
In their message design, they may give more psychosocial reasons
and emphasize on the prestige value of their products.
The findings that family members play an important role in a
purchase situation involving high perceived risk suggested that it
might be worthwhile to allocate some of the advertising budget to
media which have influence on the family members of the prospective
buyers.
The findings that car buyers high in performance risk were more
likely to be influenced by magazines suggested that magazines may
be used as a media for idsseminating technical information to
prospective buyers.
Personal Selling
In the automobile industry, personal selling is one of the most
important elements in the promotional mix. Very often, the success
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of selling an automobile depends heavily on the ability of e, salesmay
to read the needs of customers and try to satisfy them. As perceived
risk is an important factor in determining the information needs of
a customer, it seems constructive to introduce the concepts of
performance risk, psychosocial risk and generalized self-confidence
to salesmen early in their training. The training may help them to
understand the information needs of their prospects and direct their




to Are you the owner of this car? yes No
2. Was your car purchased new of used? New Used
3o That is the main purpose of your car?




4. in weal year did you purchase your car?
In 1
5. What is the price of your car (at the time of purchase)?
Under $10,000 $20, 000-$29.999
$10,000$14,999 $30,000 or over
$15,000-$19,999






7. Besides this car, how man cars haveou owned before?
k specify -the number)
8. Among the previous cars you bought of there is any), how
many are of the same brand (make) as your present car?
- (specify the number)
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9. Idsted below are some possible sources of information from which
you might draw to assist you in buying a new car. For the time
being, assume you are in need of a new car. Please tell us the




















10. When you buy the following products, would you have concern about
















11. When you buy the following products, would you have much concern





























16. Including yourself, how many persons living at home?
(specify number
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銷 售 商 求 得 ， 銷 售 商 可 根 據 邐 專 因 素 預 測 購 車 者
之 覺 知 風 險 ， 從 而 決 定 銷 售 對 策 。
建 議
一 、 汽 車 銷 售 商 應 明 瞭 消 費 者 之 資 料 需 求 。
二 、 汽 車 廣 告 及 宣 傳 媒 介 應 着 重 表 達 產 碞 之 聲 望 價 值
， 影 响 未 來 買 主 之 家 庭 成 員 ， 及 供 應 一 般 技 術 性
資 料 。
三 、 汽 車 推 銷 員 應 具 備 操 作 風 險 ， 心 理 社 會 性 風 險 及
一 般 自 信 心 專 觀 念 。
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七 、 家 庭 成 員 有 五 人 或 以 上 之 購 車 者 。
丙 ： 一 般 自 信 心
八 、 一 般 自 信 心 報 低 之 買 主 。
七
結 論
一 、 操 作 風 險 與 心 理 社 會 性 風 險 應 予 分 別 研 究 。
二 、 覺 知 風 險 每 每 類 資 料 來 源 具 有 關 係 ， 因 此 ， 欲 硑
究 顧 客 之 資 料 需 求 ， 實 應 從 覺 知 風 險 着 手 。
三 、 研 究 指 出 覺 知 風 險 與 其 他 因 素 （ 如 購 車 者 年 齡 、 收
入 ， 購 車 經 驗 等 ） 具 有 關 連 ， 而 此 等 因 素 易 為 汽 車
10
有 較 高 之 心 理 社 會 性 風 險 ：
甲 ： 購 車 經 驗
一 、 對 現 有 車 定 輛 不 滿 之 買 主 。
二 、 新 近 購 車 者 。
三 、 曾 買 過 三 部 車 或 以 上 之 購 車 者 。
四 、 現 有 低 廉 汽 車 之 購 車 者 。
五 、 現 有 車 輛 之 牌 名 與 前 此 擁 有 車 輛 之 牌 名 有 所 不 同
之 購 車 者 。
乙 ： 社 會 經 濟 變 數
六 、 年 齡 較 輕 之 購 車 者 。
9假 定 十 至 二 十 共 十 一 項 ， 均 全 獲 接 納 。
六
操 作 風 險 之 決 定 因 素
資 料 所 得 之 數 字 ， 指 出 下 列 購 車 人 士 似 較 其 他 車 主 具
有 較 高 之 操 作 風 險 ：
一 、 現 在 擁 有 低 價 汽 車 者 。
二 、 四 十 歲 以 下 之 年 青 買 主 。
三 、 入 息 較 低 之 購 車 者 。
心 理 社 會 性 風 險 之 決 定 因 素
資 料 所 得 之 數 字 ， 指 出 下 列 購 車 人 士 似 較 其 他 買 主 具
本 文 調 查 對 象 僅 限 於 九 十 位 購 買 私 用 新 車 之 車 主 。 每
一 車 主 均 答 覆 同 樣 之 調 查 表 格 ， 其 中 包 含 種 種 有 關 而 足 可
支 持 上 述 假 定 之 問 題 。
五
調 查 所 得 之 資 料 ， 經 收 集 ， 整 理 及 統 計 分 析 後 ， 所 得
結 果 如 後 ：
分 析 一 覺 知 風 險 及 對 資 料 重 視 程 度 兩 者 間 之 關 係 ：
獲 得 接 納 之 假 定 有 ： 假 定 一 、 三 、 五 、 六 、 七 、 八 及 九 。
未 獲 接 納 之 假 定 有 ： 假 定 二 及 四 。
分 析 二 覺 知 風 險 之 主 要 決 定 因 素 ：
7假 定 十 六 ： 名 貴 汽 車 之 車 主 ， 似 較 低 廉 汽 車 之 車 主 具 有 較
少 覺 知 操 作 風 險 及 覺 知 心 理 社 會 性 風 險 。
假 定 十 七 ： 樂 於 冒 險 人 士 ， 似 較 不 好 冒 險 者 具 有 較 少 覺 知
操 作 及 心 理 社 會 性 風 險 。
假 定 十 八 ： 覺 知 操 作 風 險 與 一 般 自 信 心 並 無 關 係 。
假 定 十 九 ： 一 般 自 信 心 高 者 ， 其 心 理 社 會 性 風 險 似 較 少 。
假 定 二 十 ： 不 同 年 齡 ， 家 庭 人 數 ， 婚 姻 狀 況 ， 教 育 水 準 ，
及 個 人 入 息 之 人 士 ， 其 覺 知 操 作 及 心 理 社 會 性
風 險 並 無 不 同 。
四
6假 定 十 一 ： 購 車 在 兩 年 內 者 ， 似 較 購 車 超 過 兩 年 者 具 有 更
多 覺 知 心 理 社 會 心 風 險 。
愈 低 。
假 定 十 三 ： 當 個 人 購 車 之 次 數 愈 增 加 ， 其 覺 知 心 理 社 會 性
風 險 將 愈 低 。
假 定 十 四 ： 對 某 一 牌 名 愈 加 愛 戴 時 ， 對 其 他 牌 名 之 覺 知 操
作 風 險 及 覺 知 心 理 社 會 性 風 險 將 愈 高 。
假 定 十 五 ： 對 現 有 車 輛 感 到 非 常 滿 意 者 ， 似 較 不 感 滿 意 者
具 有 覺 知 操 作 風 險 及 覺 知 心 理 社 會 性 風 險 。
重 視 之 機 會 愈 多 。
假 定 七 ： 操 作 風 險 高 者 ， 對 於 中 立 性 之 資 料 來 源 ， 似 較 操
作 風 險 低 者 多 加 重 視 。
假 定 八 ： 具 有 不 同 程 度 之 心 理 社 會 性 風 險 人 士 ， 對 於 中 立
性 資 料 之 態 度 彼 此 無 異 。
假 定 九 ： 一 般 自 信 心 與 對 中 立 性 資 料 重 視 之 態 度 ， 並 無 任
何 關 係 。
對 本 文 第 二 大 研 究 目 標 ， 則 作 出 以 下 假 定 ：
假 定 十 ： 購 車 超 過 兩 年 人 士 ， 似 較 購 車 少 於 兩 年 者 具 有 更
多 覺 知 操 作 風 險 。
4源 之 考 慮 ， 似 較 操 作 風 險 低 者 慎 重 。
假 定 二 ： 具 有 不 同 程 度 之 心 理 社 會 性 風 險 人 士 ， 對 於 銷 售
者 所 支 配 之 資 料 來 源 ， 其 態 度 並 無 不 同 。
假 定 三 ： 一 般 自 信 心 高 者 ， 對 於 銷 售 者 所 支 配 之 資 料 來 源
之 考 慮 ， 似 少 於 一 般 自 信 心 低 者 。
假 定 四 ： 覺 知 操 作 風 險 低 著 ， 對 於 消 費 者 所 支 配 之 資 料 來
源 之 考 慮 ， 似 多 於 操 作 風 險 低 著 。
假 定 五 ： 覺 知 道 心 理 社 會 性 高 者 ， 對 於 消 費 者 所 支 配 之 資 料
來 源 之 考 慮 ， 似 多 於 心 裡 社 會 性 低 著 。
假 定 六 ： 一 般 自 信 心 愈 少 者 ， 對 於 消 費 者 所 支 配 之 資 料 ，
3在 消 費 者 購 買 決 策 肻 程 中 ， 確 定 購 物 目 的 實 為 首 要 考
慮 ， 凡 產 品 或 牌 子 之 取 捨 ， 均 由 目 的 決 定 ， 其 間 雖 有 覺 知
風 險 ， 亦 多 能 逆 料 而 加 以 容 忍 ， 惟 容 忍 超 過 某 種 限 度 時 ，
消 費 者 為 求 減 輕 風 險 ， 必 設 法 減 低 損 失 ， 或 探 求 更 多 資 料
， 以 增 加 預 感 之 確 實 性 ， 覺 知 風 險 實 為 後 果 不 利 測 數 量 之
函 數 。
三 、
根 據 文 獻 及 前 人 之 研 究 結 果 ， 對 本 文 第 一 大 研 究 目 標
， 可 以 推 斷 出 下 述 連 串 假 定 ；
假 定 一 ： 操 作 風 險 較 高 人 士 ， 對 於 銷 售 者 所 支 配 之 資 料 來 來
2本 文 以 香 港 購 車 者 為 对 象 ， 針 對 下 列 兩 大 目 標 ， 作 一
探 討 ： 　
一 、 覺 知 風 險 及 消 費 者 態 度 ， 對 每 類 資 料 來 源 重 要 性
之 關 係 。
二 、 覺 知 風 險 主 要 決 定 因 素 。
本 文 所 論 之 覺 知 風 ， 可 再 分 為 操 作 性 風 險 及 心 理 社 會 性 風
險 。 操 作 性 風 險 乃 由 於 購 買 者 對 產 品 之 操 作 缺 乏 認 識 或 信
心 而 引 起 ； 心 理 社 會 性 風 險 則 屬 購 買 者 因 購 買 行 為 而 可 能
引 起 之 心 理 不 安 或 他 人 之 批 評 。
二 、
1覺 知 風 險 與 資 料 探 求 ： 香 港 購 車 者 態 定 之 研 究
一 、
近 年 研 究 消 費 者 之 行 為 ， 對 風 險 一 因 素 ， 日 益 重
視 ， 因 消 費 者 之 行 為 每 易 涉 及 風 險 ， 消 費 者 為 求 減 輕 風 險
， 常 探 來 有 關 資 料 ， 以 資 參 考 ， 至 於 資 來 源 ， 可 概 小 為 三 類 ：
一 、 銷 售 者 所 支 配 之 資 料 來 源 。 則 如 廣 告 、 說 明 書 。
二 、 消 費 者 所 支 配 之 資 料 來 源 。 例 如 朋 友 、 家 人 。
三 、 中 立 性 之 資 料 來 源 。 例 如 雜 誌 ， 消 費 者 報 告 。
每 類 來 源 之 可 靠 性 ， 代 價 ， 探 求 所 費 之 努 力 及 利 用 價 值
均 有 不 同 。


